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Background, objectives, sample 
and methodology



Background and objectives

In 2026, the Department for Environment, Food and Rural Affairs (Defra) will be rolling out new  water 
efficiency eco-labels for relevant water-using products, from white goods through to plumbing and bathroom 
fittings (full list in Appendix 1). Labels will aim to help consumers make water efficient purchases for water 
resource and demand management. They could also help consumers buy products more likely to be efficient 
overall, helping them save money on their bills, especially at a time when rising costs have brought greater 
focus to water use. The rollout follows a public consultation in which the labels received widespread support.

This project, co-commissioned by Defra and CCW, aimed to understand consumer expectations of the label, 
their potential to encourage water efficient decision-making, and the most effective channels and messages 
for communicating the label launch. The findings will be used to better inform surrounding communications 
that will be published alongside the launch.

To note: qualitative fieldwork was carried out from 2nd-13th December 2024 before Ofwat announced average 
water bills were set to rise from 2025, while the quantitative survey was conducted afterwards, from 17th-28th 
February 2025. While this survey’s topic is not directly correlated, there is the possibility that general views on 
water and affordability will have differed due to the announcement. Whilst the water labels will be used 
across the whole of the UK, this research covers respondents in England and Wales only. 



Sample and methodology

A two-phase, mixed methodology approach was used, beginning with qualitative research; which was used to gain a 
foundational understanding of consumer engagement with the water-using product market and water efficiency, and 
followed by quantitative research to validate and build upon these findings.

Qualitative phase

6 x 1-hour online focus groups

30 participants in total – 8 in Wales, 22 in 
England

2 groups with those that have recently bought a 
relevant product (one large, one small)

2 groups with those considering buying (one 
large, one small)

2 control groups with those not looking to buy

Quantitative phase

20-minute online survey

2,440 responses in England and Wales

Buyers n=957 , potential buyers n=649, 
hypothetical buyers n=834

Boosts to min. 500 sample in Wales 

Weighting applied to be nationally 
representative in England and Wales



Executive summary



Executive summary (1)

Consumer expectations of the label

• Consumers expect water efficiency labels to give them a clear, easy to understand picture of the efficiency of the product. 
They are familiar with the rating scale approach, but would like more information on: 

• how ratings are derived – i.e., what goes into the formula behind a product’s rating, 
• how ratings relate to each other – i.e., how much better is a B than a C, and vice versa,
• and how ratings relate to real world impact – i.e., how does this translate into actual water usage, and, in turn, how this 

translates to cost, which is a key driving factor in water efficient purchasing decisions throughout.

Effective communication channels

• Most commonly, consumers that want to see more information would like it on the label itself (61%), which bears 
consideration for the next design update. A large proportion would like to get more information in a product manual (46%) 
or via an accompanying website, reachable by link (35%) or QR code (26%). 

• Working with manufacturers to communicate about water efficiency via these routes could be effective, with most (83%) 
thinking it is important that they communicate how much water their product uses. 

• Most consumers either buy online or in-store, with websites (28%) a highly-ranked source, and final decisions driven by 
reviews (30%), low prices (30%), and reputation (28%). Working with reputable, established brands to weave water efficiency 
into their messaging would be effective.



Executive summary (2)

Encouraging water efficient decision-making

• Respondents’ views on water efficient products are already positive, with a belief that they cost less (43%) or the same 
(29%) as non-efficient alternatives, and also that they work better (37%) or make no difference to good performance 
(47%). 

• Additionally, where asked to choose between identical products with and without a water label, the overwhelming 
majority (83%) opt for the product with a label; supporting the finding that a water efficiency label would make 
seven-in-ten (69%) would think about actions they can take to reduce water use. Notably, the amount of water 
smaller appliances use is often overlooked by respondents, signifying the importance of including a water label on 
appliances such as taps. 

• When cost is added to the mix, respondents are split, with 43% choosing a product with a better rating at a higher 
cost, and 40% choosing the cheaper, lower-rated product. Emphasising the long-term cost savings that water 
efficient products can bring via cutting bills will be essential to encouraging water efficient decision-making. 

• A clear link between positive environmental impact, which is already understood by 76%, and positive financial 
impact could help to further encourage water efficient decision-making.

• Customers are more likely to factor in water efficiency when they have more time to make decisions,. As the public 
becomes more aware of water efficiency labels, there is opportunity they influence purchasing decisions over a 
longer period. 



Billing and the cost of water



19% 48% 23% 4% 6%

Very expensive Slightly expensive Not very expensive Not at all expensive Don't know

At the time of fieldwork, water bills were already 
felt to be expensive

“Water costs have definitely gone up - I’ve been in 
my house for years, and it’s gotten more 

expensive over time”
Male, 40-49 years, Prospective large appliance 

purchaser

Base: Q_BILLVIEW. Would you say your last water bill was...,Q_METER. Does your household have a water meter?
All respondents (2440), all with bill paying responsibility (2242)

View on water bill 
All with bill paying responsibility 

NET Expensive:
67% 

“All my bills are going up, including water”
Female, 25-30, Control group 

London:
74%

Southeast:
73%

Those who take 
measures to 
save water:

69%

NET Expensive:

Statistically higher than the total



Most say they take measures to save water, across 
a range of products used

39%

36%

10%

13%
3% Yes, I do

frequently

Yes, I do
sometimes

Yes, I do but not
too often

No, we don't
take any
measures at all
Don't know

“Don't run the tap, don't fill the kettle 
with more than we need, collect the 
leftover water from the shower head 
after showering for watering plants, 

limit the length of showers.”
Male, 33, London

“Flush the loo after 2 people have 
been. Wash up in batches. 

Shower 3 times a week and no 
baths.”

Male, 55, Southeast

“Short showers, always run a full 
dishwasher and washing machine, 
turn tap off when brushing teeth. To 
save money and not waste water.”

Female, 52, Northwest

85% take 
measures to 
save water in 

their household

Measures to save water
All respondents 

Base: Q_MEASURES. Do you take any measures to save water in your household? All respondents (2440)

Women:
87%

55+:
92%

Potential buyers:
88%

Home
owners

87%

More likely to 
think water 

efficient 
products:

Work better
88%

Are better for 
environment

88%

Statistically higher than the total



While consumers claim to save water, their action 
can be limited

• Qualitative insights reveal a gap between 
how consumers perceive their water-saving 
efforts and their actual level of action

• Focus group findings suggest that although 
consumers are inclined towards water 
saving behaviours, they do not always 
carry them out, especially unless they see 
a clear financial benefit, something that 
can be felt more strongly amongst metered 
individuals. Additionally, social pressure may 
influence individuals to claim that they take 
measures to save water, even if their actions 
are limited. This disconnect is known as the 
intention-action gap. 

“I feel really bad saying this, but I’m not 
mindful of my water usage. I don’t turn off the 
tap while brushing my teeth, and saving water 

isn’t part of my routine- unless I hear 
something like a leaking tap or shower head” 
Female, 40-49 years, qualitative focus group

39%

36%

Intention – reportedly takes 
measures to reduce water use

Action – would only 
reduce water use if it 

saved money

NET: Yes, 
frequently/sometimes

75%

11%

26%
NET: Agree

37%

Base: Q_MEASURES. Do you take any measures to save water in your household? Q_ATT. How far do you agree or disagree… I would only reduce my 
personal water use if it saved me money. 
All respondents (2440)

“I feel like a lot of us are not 
as conscious about water 

consumption as we should 
be because we don’t see it 

and we don’t know how 
much its costing us 

because a lot of people 
aren’t on meters so we are 

a bit relaxed about it” 
Female, 25-30 years, 

qualitative focus group



Generally, respondents think larger appliances use 
more water

Consumers tend to associate large appliances / 
products with high volumes of water usage
• This is due to their longer running times, for example, a 

dishwasher or a washing machine cycle can run for 
hours 

• This perception likely also stems from energy 
consumption patterns, since larger appliances are 
typically recognised to use more energy, consumers can 
assume they use more water too

The amount of water smaller appliances use is often 
overlooked 

• Consumers can struggle to link smaller appliances to 
significant water usage due to their less visible 
consumption

• This is despite frequent usage resulting in large volumes of 
water being used

• Additionally, smaller appliances as perceived as less prone 
to leaks and water waste compared to larger appliances

Base: Q_UNDERSTANDING. Which product uses most water? All respondents (2440)
*NB. As ‘combined washer-dryer’ shown in same list as washing machine, do not interpret results on right hand side as a ‘ranking’, given most 
were likely to choose washing machine over combined washer-dryer’ in single code choice.

Washing 
machine 

Toilet Kitchen sink 
tap

Shower 
head

Dishwasher

Bathroom 
basin tap

Shower wall 
outlet

Combined 
washer-

dryer

Instant hot 
water tap

39% 35% 22% 19% 14%

8% 8% 5% 3%

Which product do you think uses most water?
All respondents 

Large appliances / products are indicated using purple 
Small appliances / products are indicated using blue



Purchasing journey
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Motivations



Necessity is the key driver for those who have 
bought water-using products recently 

Base: Q.REASON. What was / were the reason(s) you decided to buy...? Top 5 + Water Efficiency shown. All buyers (957)

Mostly, products were bought out of necessity (replacing an old, broken model), though larger, aesthetically-
focused products (shower wall outlets, toilets), were more often bought as part of a wider renovation.

Water efficiency was not a main reason for deciding to buy products, though was slightly more 
common for those buying hot water taps, shower heads, toilets and dishwashers.

Motivations

The old one had broken

It was part of a wider renovation / 

new design of the room It was more energy efficient

I wanted to replace the old one, 

even though it wasn't broken

It was a newer model with better 

technology It was more water efficient

Washing machine 59% 4% 19% 8% 17% 14%

Combined washer-dryer 30% 14% 22% 10% 17% 10%

Dishwasher 42% 14% 20% 8% 17% 15%

Shower wall outlet 20% 36% 15% 15% 11% 12%

Toilet 30% 43% 8% 17% 5% 15%

Shower head 44% 12% 8% 21% 7% 16%

Instant hot water tap 10% 21% 24% 6% 12% 17%

Washbasin tap 35% 28% 5% 19% 7% 12%

Kitchen (incl. utility room) sink tap 46% 17% 8% 16% 7% 6%

Motivations for buying
All buyers 



When looking across all products, water efficiency was a 
motivation to buy for one-in-five 

55%

20% 20% 19% 18% 16% 14%
10% 9%

6%

Old one had
broken

I wanted to
replace the old

one, even
though it

wasn't broken

It was part of a
wider

renovation /
new design

It was more
water efficient

It was more
energy efficient

It was a newer
model with

better
technology

It had a bigger /
different range
of functions /
more capacity

It was
recommended

by a
tradesperson

It was
recommended

by a friend /
colleague /

family

It was
recommended
by an expert

Motivations for buying, NET: Any mention across products
All buyers 

Base: Q.REASON. What was / were the reason(s) you decided to buy...? All buyers (957)

Motivations



 

I want to replace the old one, 

even though it isn't broken

I am renovating / redesigning the 

room

I want a more energy efficient 

model I want a better-looking model

I want a newer model with better 

technology

I want a more water efficient 

model

Washing machine 41% 6% 30% 11% 15% 21%

Combined washer-dryer 22% 17% 21% 12% 23% 22%

Dishwasher 22% 14% 19% 7% 11% 14%

Shower wall outlet 28% 35% 13% 17% 11% 13%

Toilet 32% 43% 8% 22% 10% 14%

Shower head 38% 14% 10% 13% 16% 22%

Instant hot water tap 8% 27% 17% 5% 14% 14%

Washbasin tap 30% 27% 4% 13% 5% 11%

Kitchen (incl. utility room) sink tap 29% 27% 4% 15% 7% 10%

For potential buyers, water efficiency is slightly more 
important, as they encompass more factors in their decision

Base: Q.REASON. What are the reason(s) you are looking to buy...? Top 5 + Water Efficiency shown. All potential buyers (649)

For potential buyers, renovation, and replacing non-broken products, were key motivations, perhaps hinting 
towards a more ‘casual’ group that are looking to upgrade, rather than those changing out of necessity.

For this group, though still not a primary concern, water efficiency has more of a role 
to play, indicating that it is at least part of the picture for future buyers.

Motivations

Motivations for buying
All potential buyers 



Potential buyers are more inclined to replace out of desire 
rather than necessity, with water efficiency considered 
slightly more by this group
Motivations for buying, NET: Any mention across products
All potential buyers 

Base: Q.REASON. What are the reason(s) you are looking to buy...?. All potential buyers (649)

17%

40%

23% 23%
19% 19% 17%

3%
7% 6%

18%

55%

20% 20% 19% 18% 16% 14%
10% 9% 6%

Current one is
broken

I want to
replace the old

one, even
though it

wasn't broken

I am renovating
/ redesigning

I want a more
water efficient

model

I want a more
energy efficient

model

I want a newer
model with

better
technology

I want one with
a bigger /

different range
of functions /
more capacity

It was
recommended

by a
tradesperson

It was
recommended

by a friend /
colleague /

family

It was
recommended
by an expert

I want a better-
looking model

Potential buyers Buyers

Motivations
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Information and sources



48%

34%

20%
16% 17% 18%

9%

19%

11%
6%

56%

47%

27%
20% 21%

17%

9%

21%

9%
3%

63%

41%
34%

24%
19%

26%

14%
10% 10%

3%

Price Quality Energy efficiency Range of
functions /
features /
capacity

Water efficiency Dimensions  If it has a
warranty

Design /
appearance

Brand Speed of delivery

Buyers Potential buyers Hypothetical buyers

Information needs become more specific across the 
purchase journey

Top 3 pieces of information ranked by buyers, potential buyers, and those facing 
hypothetical search

Information and sources

*Non-landlords include homeowners who let a property over 12 months ago, never let out a property or renters

Base: Q.INFO. Which factors are most important to you in deciding what to buy? All respondents (2440)

Those from Wales are 
significantly more likely to say 
that design/appearance and 

warranty are important
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Choice



55%

40%

26%
21% 20% 19% 16%

11% 10%
4%

Price Quality Energy efficiency Dimensions Range of functions
/ features /

capacity

Water efficiency Design /
appearance

 If it has a warranty Brand Speed of delivery

Price and quality are the top considerations for 
purchase decisions, but water efficiency still plays 
a role

Which factors are most important to you in deciding 
what to buy? Top 3
All respondents

Women:
28%

55+:
30%

ABC1:
42%

Base: Q.INFO. Which factors are most important to you in deciding what to buy? All respondents (2440)

Potential buyers:
43%

Potential buyers:
21%

Those with meter:
22%

Cares deeply for
environment: 24%

Potential buyers:
21%

“I want to make sure any 
appliance I buy is long-lasting”

Female, 40-49 years, Prospective 
small appliance purchaser

“For larger appliances like a washing 
machine and dishwasher, I want to 

make sure there is a quick setting to 
save time and money as energy costs 

are a huge factor”
Female, 25-30 years, Control group  

Statistically higher than the total

Choice



“Price is much more important to me as I 
cannot afford a top of the range water saving 

appliance.”
Female, 28, Wales

“To keep water bills down and affordable.”
Male, 75, Yorkshire & Humber

“Saving water is an important part of the need 
for care in climate change.”

Male, 78, Southeast

“Want to be able to save on water to keep my 
bills down.”

Female, 58, Yorkshire & Humber

“I live in an area where water is expensive.”
Male, 81, Southwest

Cost and financial considerations Environmental awareness

Among those who thought water efficiency to be 
important, cost and the environment were key

Why water efficiency was important
All who rank water efficiency as important 

“I am trying to buy things that are better for 
the planet.”

Male, 63, Wales

“To be more environmentally conscious.”
Female, 24, London

“Because I care about not overusing and 
damaging the environment.”

Male, 33, London

Base: Q_EFF_VIEW. Why water efficiency was important. All who rank water efficiency as important (1905)

As demonstrated 
in the qualitative 
phase, consumer 
engagement with 
water usage and 

bills will likely 
continue to rise if 

water bills become 
more expensive, 

prompting 
consumers to pay 
closer attention to 

their water 
consumption and 

look for ways to 
reduce costs, much 
like they already do 

with energy. 

Choice



“Other factors like price and performance 
tend to take precedence for me.”

Female, 40, East of England

“Cost is most important at the moment, if it 
does the job cheaply then it will do.”

Female, 22, Northwest

“We are on an unmetered water tariff.”
Female, 40, Wales

“I have a very limited budget for things like 
white goods.”

Female, 68, West Midlands

“Price was more important.”
Male, 31, Southwest

Affordability of the appliance takes precedence Water meter influence 

Those that did not think water efficiency to be important 
focused more on affordability and performance

Why water efficiency was not important
All who rank water efficiency as not important 

“At the moment I don't have a water meter 
so water efficiency is not important.”

Male, 30, London

“It isn't my main priority as I don't have a 
water meter.”

Female, 47, Northwest

“We are not on a water meter so less 
concerned about water use.”

Male, 48, Southeast

“The product performance is more 
important than water efficiency.”

Male, 76, East Midlands

Performance of the appliance takes precedence 

“I don't worry about efficiency as long as 
the appliance performs well.”

Male, 74, Wales

“I want my laundry to be more clean.”
Female, 37, London

“My priority is for it to be functional 
and look nice in my kitchen.”

Male, 45, Northwest

Base: Q_EFF_VIEW_2. Why water efficiency was not important. All who rank water efficiency as not important (984)

Qualitatively, consumer awareness and engagement with water is limited compared to other utilities, such as 

energy. They consider water to be more affordable, thus lowering its importance, despite recent price 

increases.

Choice



53%
47%

52%

24%
20%

36%

22%
25% 25%

50%

32%
27% 26%

34%

27%

41%

30%
36%

40%
46%

9%

20% 20%

28% 29%

12%

36%

21% 20% 19%

3% 4%
1%

12%

21%

9% 8%

15% 13% 14%

Washing
machine

Combined
washer-dryer

Dishwasher Shower wall
outlet

Toilet Shower head Instant hot
water tap

Washbasin tap Kitchen (incl.
utility room) sink

tap

NET: Any
product

Online In store Via kitchen/bathroom installation company Via a plumber

In-store and online were the most common places 
to buy; online being more likely for larger products, 
and in-store for smaller

Base: Q.LOCATION. Where did you buy your...? All buyers (957)

Where products are bought 
All buyers 

Choice

*please note that response option “elsewhere” is excluded from this chart (response was between 1-3% for all products). Hence, sum of percentages is not 100%.  



Price, customer reviews and reputation are 
ultimately key in retailer choice

3%

3%

4%

13%

13%

13%

15%

17%

22%

23%

23%

25%

26%

28%

30%

30%

Blogs / forums

Social media & influencers

Advertising

Expert reviews (e.g. Which?)

Recommendations from tradespeople

Personal recommendations

Whether they have a store nearby

Price comparison sites

They have the specific product I want(ed)

I have used them before and had a good experience

Search engines

Speed & cost of delivery

Websites (retailer, brand, other)

They have a good reputation

They have low prices

Customer reviews

How buyers and potential buyers choose retailers
All buyers and potential buyers

Most common retailers cited
All buyers 

Base: Q_RETAILER. How did you choose/ are you choosing where to buy from? All buyers/ potential buyers (1606)

Choice

Those from Wales are significantly more likely to choose 
retailers based on advertising



Two-thirds of buyers think their recent product 
buys are water efficient

4%

4%

6%

8%

8%

10%

11%

14%

19%

Combined washer-dryer

Instant hot water tap

Shower wall outlet

Toilet

Dishwasher

Washbasin tap

Kitchen (incl. utility room) sink tap

Washing machine

Shower head

Base: Q_BOUGHT. Have you bought any of the following in last 12 months? All respondents (2440), All buyers (957)

Products bought 
All respondents 

64%

75%

66%

66%

74%

59%

60%

73%

63%

Combined washer-dryer

Instant hot water tap

Shower wall outlet

Toilet

Dishwasher

Washbasin tap

Kitchen (incl. util ity room) sink tap

Washing machine

Shower head

Whether products bought are water efficient  
All buyers

Average:
66%



Responsibility for buying
All renters

Most renters were typically responsible for buying 
new products

Whether owns home
or rents
All respondents

64%

36%

Homeowner

Rented

Among homeowners, whether 
is/has been a landlord
All homeowners

23%

77%

Landlord

Not a landlord

69%

25%
6%

I am typically
responsible

My landlord is
typically responsible

Not sure

Base: Tenure, Q_LANDLORD. Have you ever let a property to a tenant, either directly or via a letting agent? Q_RENTERS. Renting responsibilities All 
homeowners (1712), all renters (728). Q_RENTERS_2. Do you have any say on whether the product is… All those where landlord is  typically responsible 
(246)

Do you have any say whether the product is…
All where landlord is typically responsible

58% 47%
32% 32% 29%

A brand you
like

Easy to use Energy
efficient

Under
warranty

Water
efficient



Necessity is the key driver of engagement with 
water-using products; water efficiency is a part of the 
consideration mix, though not prime

Motivations

Info needed

Sources used

Retailers

Prioritisation

Motivations

Information and sources

Choice

Buyers were mostly motivated by necessity 
(replacing a broken product (55%), but potential 
buyers showed slightly more interest in aesthetics 
(18%), renovation (23%) and water efficiency (23%).

People rely on self-driven, easy access research: customer 
reviews (49%), and websites (45%) being top. Price (55%) and 
quality (40%) are the key pieces of information wanted, 
though water efficiency is a part of the mix (19%).

In-store and online are the most common places to buy, with 
variance by product type. Again, self-driven research is at the 
heart of final choice, with customers opting for well-known 
brands at acceptable prices. Despite not being central to their 
decision, two-thirds (66%) think their purchases are water 
efficient.



Perceptions of water efficient
products



There is a strong understanding of the link 
between water use and the environment

46%

38%

37%

23%

23%

23%

I understand how reducing personal water use helps
the environment

I've heard we need to use less water due to Climate
Change

I've heard we need to use less water to ensure there
is enough water for everyone in the future

Agree Strongly agree

NET: Agree
69%

NET: Agree
60%

NET: Agree
60%

Women
71%

ABC1
72%

Home
owner

72%

Smart meter
75%

Women
63%

ABC1
63%

South East
66%

55+
65%

Home
owner

63%

Smart
meter
65%

Base: Q_ATT. How far do you agree or disagree… All respondents (2440). 
I understand how reducing personal water use helps the environment: Neither agree nor disagree (19%), Disagree (6%), Strongly disagree (2%); 
I’ve heard we need to use less water due to Climate Change: Neither agree nor disagree (21%), Disagree (8%), Strongly disagre e (4%); 
I’ve heard we need to use less water to ensure there is enough water for everyone in the future: Neither agree nor disagree (20%), Disagree (10%), Strongly disagree (4%).

Statistically higher than the total



While most think it is important that water use is 
communicated

47% 35%
It is important for manufacturers to communicate

how much water their products use

Agree Strongly agree

NET: Agree
83%

Women
86%

55+
86%

Water meter
84%

Base: Q_ATT. How far do you agree or disagree... All respondents (2440)
Neither agree nor disagree (9%), Strongly disagree (1%), Disagree (1%).

Statistically higher than the total

NET: Agree



Generally, water efficient products are thought to 
cost less compared to others

8% 35% 29% 15% 5% 8%

Cost much less Cost slightly less Cost the same Cost slightly more Cost a lot more Don't know

Perceived impact of water efficiency on product cost 
All respondents 

NET Cost 
more: 20%

NET Cost 
less: 43%

Base: Q_WTR_IMPACT. Compared to other standard appliances / products, do you think water efficient products… All respondents (2440)

18-34s
25%

Water meter
22%

Non-white:
24%

Urban:
21%



As expected, three-quarters understand that water 
efficient products are better for the environment

1%

17% 40% 36% 6%

Slightly worse Make no difference Slightly better Much better Don't know

Perceived impact of water efficiency on the 
environment
All respondents 

NET better for 
environment: 

76% 

Base: Q_WTR_IMPACT. Compared to other standard appliances / products, do you think water efficient products… All respondents (2440)

ABC1
79%

White:
77%



Water efficiency is broadly thought to make either 
a positive difference, or no difference, to how 
products work

1%

7% 47% 26% 11% 8%

Work much worse Slightly worse Make no difference Slightly better Much better Don't know

Perceived impact of water efficiency on how well products work
All respondents 

NET work 
better: 37% 

Base: Q_WTR_IMPACT. Compared to other standard appliances / products, do you think water efficient products… All respondents (2440)

NET work 
worse: 8%

ABC1
38%

Non-white:
44%

Water meter
40%



Impact of the label



Seven-in-ten reported the presence of a label 
would make them think about actions they could 
take to reduce water use

47% 22%
A water efficiency label would make me think about

actions I can take to reduce water use

Agree Strongly agree

NET: Agree
69%

Women
73%

ABC1
72%

Smart 
meter
74%

More likely to 
think water 

efficient 

products:

Work better
83%

Cost more
77%

Are better for 
environment

77%

Base: Q_ATT. How far do you agree or disagree… All respondents (2440)
Neither agree nor disagree (19%), Disagree (6%), Strongly disagree (2%), Don’t know (3%).

Statistically higher than the total

NET: Agree

72% agree that an energy 
efficiency label would make them 

think about actions to reduce 
energy use



42%

28% 28% 26% 25% 23%
16% 13% 12%

4% 2%
TV Social media Websites other

than gov.uk
Environmental
campaigners

Via retailers Online news Gov.uk Print news Radio Other None of the
above

Up to now, very few have seen, read, or heard any 
news about water efficiency labels

5% 88% 7%

Yes No Don’t know

Whether has seen, read or heard any news about water efficiency labelling in last 6 months
All respondents 

Base: Q_EFF_RECALL_NEWS. Have you seen, read or heard any news or articles that mentioned water efficiency labelling in the last 6 months?…. All 
respondents (2440). Q_EFF_NEWS_SOURCES. Where have you previously seen, read or heard news or articles concerning water efficiency labelling? All 
who engaged at Q_EFF_RECALL_NEWS (114)

Qualitatively, 

the label’s 

introduction is 

seen by 

consumers as 

timely, if not 

overdue, due to 

growing wider 

concerns about 

global warming 

and water 

usage in the UK.

Where has seen, read or heard any news about water efficiency labelling in last 6 months
All that have seen, read or heard news 



But when prompted, most say the presence of the 
label will influence their decision on what to buy

16% 44% 22% 6% 4% 8%

Very likely Somewhat likely Neither likely nor unlikely Somewhat unlikely Very unlikely Don’t know

Whether presence of new water efficiency label with change decision on what to buy
All respondents 

NET: Likely
60%

Women:
63%

ABC1:
64%

Non-white:
67%

Potential buyers:
65%

Those with meter:
65%

Base: Q_CHANGE_DECISION. Whether label will change decision. All respondents (2440)

Statistically higher than the total



All else being equal, respondents overwhelmingly 
chose the product with a water label

Base: Q_LABEL_COMB_2. Provided all else was equal between the two products below (e.g. price, brand, functionality), which do  you think you would 
be more likely to buy? All respondents (2440)

4% 83%

Don’t know

13%

With all else equal, which do you think you would be more likely to buy?
All respondents



However, where both labels were present, they 
tended towards the one with a better energy 
rating

ABC1:
58%

Homeowners:
56%

Landlords:
59%

Those that think water
efficient products 

work better:
29%

London: 28%

Those that
haven’t bought nor

looking:
28%

Base: Q_LABEL_COMB_1. Provided all else was equal with the products (e.g. price, brand, functionality), which do you think you would be more likely to 
buy? All respondents (2440)

Statistically higher than the total

53% 23%

Don’t know

24%

With all else equal, which do you think you would be more likely to buy?
All respondents



Savings were a key consideration for those that 
preferred the product with a better water rating, 
closely followed by environmental considerations 

65%
57%

22% 19% 16% 2%
4%

Save money on bills Be better for
environment

Better reduce carbon
emissions

Last longer Work better Other Don’t know

Homeowners:
69%

Expensive bill:
70%

Care deeply
for environment:
67%

Base: Q_PRIORITIES_1_WATER. Is this because you think a product with this combination of ratings will…All who chose Water C, Energy E at 
Q_LABEL_COMB_1 (546)

“My understanding is that the higher the 
rating, the more efficient and cost 

effective something is”
Male, 25-30 years, qualitative focus group

It looks like you would choose a better water score. Is this because the product will…
All that chose better water score product

Statistically higher than the total

Wales:
31%



While overall priorities were the same for those 
that opted for the better energy rating, strength of 
feeling around saving money was increased

85%

33% 30%

10% 9% 2% 2%

Save money on bills Be better for
environment

Better reduce carbon
emissions

Work better Last longer Other Don’t know

Base: Q_PRIORITIES_1_ENERGY. Is this because you think a product with this combination of ratings will…All who chose Water E,  Energy C at 
Q_LABEL_COMB_1 (1320)

It looks like you would choose a better energy score. Is this because the product will…
All that chose better energy score product



With all else equal, which do you think you would be more likely to buy?
All respondents

There was a mixed picture when cost was added to 
the consideration

ABC1:
45%

Potential buyers:
48%

Smart
water meter:

47%

Rural:
45%

Those that think water
efficient products work worse:

55%

Does not 
save water:

53%

Those that
haven’t bought nor

looking:
20%

Base: Q_LABEL_COMB_3. Assuming all else is the same (e.g. brand, functionality), which do you think you would be more likely to buy? All respondents 
(2440)

Statistically higher than the total

43% 40%

Don’t know

17%



Introducing our heatmapping exercise

Respondents were asked to review the water label (in this case, relating to a 
washing machine), and click the areas that they would like more information 
about.



“Understand what 
the whole thing 

means”

The water rating for this product (shown in top right, and middle right), drew considerable attention, 
suggesting respondents want to know more about how the rating was decided…

Secondarily, respondents were keen to understand more about the top rating (A), tallying with the above, 
but also the details about the washing machine’s brand, model and capacity, suggesting an interest in 
functionality…

Finally, fewer respondents wanted to understand more about the link to gov.uk, suggesting its 
positioning on the label relegates it…

“Is this information only 
available for 6kg rated 

capacity?”

“What does the C rating 
actually mean in terms 

of water efficiency”
“Is this good or bad, how 

does it relate to my 
current machine?”

The overall rating drew the most attention

“I’d like to know the 
definition of when it’s 
given a certain score”

“Would like to see what 
an A and F grade detail 

would also be in 
comparison”

“More information 
about the weight. Not 
immediately obvious 

that this relates to 
washing machine 

capacity”

“I should want to know 
if the machine was 

reliable” “What does rated 
capacity mean”

“What information the 
website provides”

“The label does not tell 
me much so I would 

have to visit the website 
if I really wanted 

explanations”

Base: Q_LABEL_HEATMAP. Please click on the areas that you would like to understand more about using your mouse, in order of preference. Click an 
area again to remove the selection. All clicks shown above. Q_FURTHER INFO. What further information would you want about tho se areas?  All 
respondents (2440)



Further information needed



“What the different tiers mean”

 22, Male, South East 

A keenness for further info, particularly about the 
scale, characterised the verbatim responses

“I’d like to have as much information about my 
products and their environmental impact as 

possible”

 33, Male, London
“More information makes me feel like less is 

being hidden from me in order to get me to buy 
it”

 24, Female, South East

“What scale or unit of measurement is being 
used to differentiate between high and low on 

the scale”

 81, Male, East Midlands

“what each one means”
 24, Female, 

North West

“What exactly this represents”
 63, Female, South 

East“What it means”
 61, Male, North 

West

“In respect of all washing machines how good is 
the category C compared to the other ratings, 

e.g. is it in the top 30% of efficient washing 
machines”

 55, Male, East Midlands

Base: Q_LABEL_HEATMAP. Please click on the areas that you would like to understand more about using your mouse, in order of preference. Click an 
area again to remove the selection. . Q_FURTHER INFO. What further information would you want about those areas? All respondents (2440)

What further information respondents want about the label
All that selected area in heatmap exercise

Respondents are generally keen to have more information to 
inform their purchase, with the label prompting a desire to 
know more among many. Some focused on the specifics – i.e. 
how the scale is derived, and how this relates to other products.



Others wanted to know more about real world 
usage, the label’s design, and the QR code

“What does scanning the QR code show you”

 20, Female, North West

“It just says 6 litres/kg which I don’t 
understand”

 68, Male, South East

“Want to understand completely… maybe 
following the QR would provide more”

 42, Male, South East

“I have difficulty in imagining what 6 litres/kg is”

 71, Female, Yorkshire

“It would be easier to not use 1 colour but 
using red as the worst and green for the best. 
When its all one colour its complicated in my 

head”

 57, Female, West Midlands
“Why the different shade of green when the 

rest of the chart is blue?”

 23, Female, North East

“I'm not sure what the "6 litres / kg" means. 
Is that the amount of water used per 

weight of clothing added to the machine?”
 20, Female, Wales

Base: Q_LABEL_HEATMAP. Please click on the areas that you would like to understand more about using your mouse, in order of preference. Click an 
area again to remove the selection. . Q_FURTHER INFO. What further information would you want about those areas? All respondents (2440)

What further information respondents want about the label
All that selected area in heatmap exercise

For this label specifically, some wanted to know more about what 6 litres/kg meant, and how it 
translates into real world usage. Others pulled out specific design issues with the label (e.g., the green 
rating label on the blue scale), and there was also interest in what the QR code would provide.



Most would like to see more information on the 
label itself, but working with manufacturers and 
building a website is also necessary

61%

46%
35%

26% 23% 17%

15%
5% 4%

On the label itself As part of a
product manual

On a website
reachable via link

On a website
reachable via QR

On a government
website

Via an email I
could request

From an in-store
assistant

Via a requestable
text

Via an online chat

18-34s:
34%

55+:
66%

55+:
54%

Wales:
30%

Base: Q_FURTHER_INFO_ROUTE. How would you like to receive that information? All who gave further detail they would like about  the label (1934)

Statistically higher than the total

How would you like to receive that information?
All who gave further detail they would like about the label



Key recommendations



Key recommendations

Ensure accompanying communications to the water label focus on how the rating is derived.

Translate the rating into real world context: what does a rating of A-F actually look like in terms of water 
use for a specific product? How does a rating of C compare to one of A, for example?

Encourage manufacturers to add more detail. Respondents are eager to learn more information as part 
of their product journey and see the benefit of manufacturers communicating about water efficiency, 
particularly as part of a product manual. 

Close the intention-action gap by emphasizing the cost benefits of taking water-saving actions to 
consumers.



Key communications recommendations

Ultimately, as buyers move along the purchase journey, the factors they consider narrow to more practical 
considerations of cost (both to buy, and to run products), and quality. Intercepting the product purchase journey 
earlier on when consumers are more receptive to information about water efficiency could encourage uptake of 
efficient products.

Those that have water meters (including smart meters), are further inclined to make buying decisions that 
consider water efficiency. Installation of water meters is potentially an opportunity to raise awareness of the 
efficiency label and their water use.

Framing water-efficient products as a way to reduce bills could enhance engagement, especially where affordability 
is top of mind. 



Key communications recommendations

Consumers not only think that efficient products work well, but understand that they benefit the environment, too. 
Emphasisng this information in communications will be useful in promoting water efficient products to 
environmentally-conscious consumers. 

These findings have challenged the hypothesis that consumers think water efficient products work less well, or cost 
more, than their non-efficient counterparts. Reinforce those positive findings by working to disseminate them further 
by encouraging manufacturers to focus on this. Spotlighting positive customer reviews (a key information source) that 
focus on the advantages of water efficiency may also help in this area.

Finally, consumers are time-poor, and, when buying out of necessity, as is most often the case, do not have long to 
consider the multitude of potential factors that go into a water-using product purchase. The water label as it stands 
is easily understood (potentially owing to familiarity stemming from the energy label) – use this ease of 
understanding to promote efficiency as part of that quick decision process that consumers are keen to take.



Thank you!
For more information on this report, please contact:

Jadwiga Kozubek (Jadwiga.Kozubek@yonderconsulting.com)

James Taylor (James.Taylor@yonderconsulting.com)

Icons courtesy of flaticon.com

mailto:Jadwiga.Kozubek@yonderconsulting.com
mailto:James.Taylor@yonderconsulting.com


Appendices



Appendix 1 – Full list of products tested 



Full list of products tested 

Base: NET_INFO_TOP 3. What product information is searched for. Q_ATT. How far do you agree or disagree with the following statements? All 
respondents (2440)

1. Washing machine

2. Combined washer-dryer

3. Dishwasher

4. Shower wall outlet

5. Toilet

6. Shower head

7. Instant hot water tap

8. Washbasin tap

9. Kitchen (incl. utility room) sink tap



Appendix 2 - Information gatekeepers



Attitudes (%NET Agree) 
All respondents 

Women, high income earners and those who have a 
water meter are significantly more likely to prioritise 
water efficiency already

Base: NET_INFO_TOP 3. What product information is searched for. Q_ATT. How far do you agree or disagree with the following statements? All 
respondents (2440)

What product information is searched for
All respondents

55+:
22%

Women:
20%

Non-white:
23%

Those with meter:
22%

Perceived impact of water efficiency – Work better
All respondents

Landlords:
44%

ABC1:
38%

Non-white:
44%

Those with meter:
40%

Perceived impact of water efficiency – Better for the 
environment 
All respondents

ABC1:
79%

White:
77%

Landlords:
82%

71% 76%
89%

72% 75%
90%

72% 75%
90%

I understand how reducing my
personal water use helps the

environment

I actively avoid wasting things,
even if it causes me a little

inconvenience

It is important for manufacturers
to communicate how much
energy their products use

Female ABC1 Water meter



Appendix 3 - Home water fittings & fixtures 
(plumbing)



Looking at home water fittings & fixtures: larger 
plumbing products are thought to use a lot of water, 
but their potential for efficiency is also seen

Toilet Kitchen sink 
tap

Shower head

Bathroom 
basin tap

Shower wall 
outlet

Instant hot 
water tap

35% 22% 19%

8% 8% 3%

Which product do you think uses most water?
All respondents 

Large appliances / products are indicated using 
purple 
Small appliances / products are indicated using blue

Base: Q_UNDERSTANDING. Which product uses most water? All respondents (2440) Base: Q_BOUGHT. Have you bought any of the following in 
last 12 months? All buyers (957)
*NB. As ‘combined washer-dryer’ shown in same list as washing machine, do not interpret results on right hand side as a ‘ranking’, given most 
were likely to choose washing machine over combined washer-dryer’ in single code choice.

Whether products are water efficient (%Yes)
All buyers

Toilet

Kitchen sink 
tap

Shower head Bathroom 
basin tap

Shower wall 
outlet

Instant hot 
water tap

66%

60%63% 59%

66%75%

With the exception of 
instant hot water taps, 
perceived water 
efficiency for plumbing 
products lags behind 
washing machines 
(73%) and dishwashers 
(74%). 

Consumers are aware 
that larger plumbing 
products, like toilets, use 
a lot of water. Bridging 
the gap between this 
understanding, and the 
importance of the 
product being efficient, is 
key in aligning efficient 

choices with those made 
for electrical appliances.



Appendix 4 - Additional data



32%

53%

9%
3%

27%

47%

20%

4%

26%

52%

20%

1%

34%

24%
28%

12%

27%
20%

29%
21%

41%
36%

12% 9%

30%
22%

36%

8%

36%

25%
21%

15%

40%

25%
20%

13%

In store Online Via kitchen/bathroom installation company Via a plumber

Washing machine Combined washer-dryer Dishwasher

Shower wall outlet Toilet Shower head

Instant hot water tap Washbasin tap Kitchen (incl. utility room) sink tap

In-store and online were the most common places 
to buy, with some variety by product type

Base: Q.LOCATION. Where did you buy your...? All buyers (957)

Where products are bought 
All buyers 

Choice



The full suite of attitudinal questions

87%
83%

76% 73% 72% 69% 69% 68%
60% 60%

37%

It is important
for

manufacturers
to communicate

how much
energy their
products use

It is important
for

manufacturers
to communicate

how much
water their

products use

I always
thoroughly
research a

product before I
buy it

I actively avoid
wasting things,
even if it causes

me a little
inconvenience

An energy
efficiency label
would make me

think about
action I can take

to reduce my
energy use

I understand
how reducing
my personal

water use helps
the

environment

A water
efficiency label
would make me

think about
actions I can

take to reduce
water use

I care deeply for
the

environment

I've heard we
need to use less

water due to
Climate Change

I've heard we
need to use less
water to ensure
there is enough

water for
everyone in the

future

I would only
reduce my

personal water
use if it saved

me money

Base: Q_ATT. How far do you agree or disagree with the following statements? All respondents (2440)

Attitudes (%NET Agree) 
All respondents 



Four-fifths of respondents pay attention to energy 
efficiency when shopping for a new product 

Base: Q_EGY_ENGAGEMENT. When shopping for a new household product (which uses energy), do you pay attention to its energy efficiency rating? All 
respondents (2440)

Energy engagement 
All respondents 

29% 57% 8% 3% 4%

Yes, it is very important in deciding which product I buy Yes, it is somewhat important

No, it is not very important No, it is not at all important in deciding which product I buy

Don't know

NET: Important
85%



Two-fifths of respondents live in urban areas. 
Thames Water is the top water provider 

Base: Q_URBANRURAL. Which of the following best describes where you live? Q_COMP. Which water company provides your water services? All 
respondents (2440)

Urban/Rural split 
All respondents 

45%

38%

15%

2% Urban -
Population over
10,000

Town and Fringe

Village

Hamlet &
Isolated
Dwelling

Water company provider
All respondents 

14%

12%

12%

10%9%

5%

5%

5%

5%

4%

3%
3%

2%2%2%2%

Thames Water

Severn Trent Water

United Utilities

Anglian Water (this includes Hartlepool Water)

Yorkshire Water

Dwr Cymru / Welsh Water

Southern Water

Affinity Water

South West Water

Northumbrian Water

South East Water

Wessex Water

Bristol Water

Essex and Suffolk Water

South Staffs Water

Don't know
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